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[bookmark: _Toc217034806]1.0 Introduction
The context of international marketing involves the process of promoting and selling products to customers in the overseas market.  In this context, the concerned report will focus on international marketing practices and principles from the perspective of the multinational brand “Coca-Cola.” The evaluation will emphasise comparing the marketing strategies of the company with a focus on the international landscape of India and the UK.” The analysis will offer insights into the macroenvironment of both countries, including the socio-cultural impact on brand marketing strategy. Besides, the brand leveraged segmentation, targeting, and positioning in both regions. Further, the report will evaluate the STP and brand's marketing mix in the UK and India. In addition, the performance of marketing strategies will be determined, including the marketing ethics practice of the brand in both countries. In this aspect, the purpose of this report is to compare and contrast the international marketing strategies of Coca-Cola in India and the UK. 
[bookmark: _Toc217034807]2.0 Brand overview: Coca-Cola 
The Coca-Cola company is an American multinational corporation with its official headquarters in Atlanta, Georgia, US. It was initially created in 1886 by Dr John Pemberton in Atlanta (Coca-Cola, 2025). The company specialises in producing, distributing and marketing non-alcoholic beverages. The company has ensured a core product portfolio in response to beverages, juice drinks, in addition to enhanced waters, water, ready-to-drink teas and coffees, and energy and sports drinks. Coca-Cola has been effectively pursuing the marketing of beverages under the names Sprite, Coca-Cola Zero, Diet Coke, Fanta, Dasani, Minute Maid and so on. In terms of selling the product, the company leverages independent bottling partners, distributors, wholesalers, and retailers. Its operation is across the global domain, including the Americas, Europe, Asia-Pacific, the Middle East, and Africa (Global Data, 2025). 
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Figure 1: Coca-Cola sales revenue growth (2025)
(Source: Trading Economics, 2025)
From the above-provided statistical representation, the growth in sales revenue of Coca-Cola can be determined. In the third quarter of 2025, the company generated  $12.5 billion of revenue, a comparatively higher growth, which was $11.1 billion as per the record of quarter one in the specific year (Trading Economics, 2025). The growth and success of  Coca-Cola in the international market domain also corresponds with its efficacy to gain a consolidated ranking a a topmost soft drink brand, with a value of the company over $98 billion (Ridder, 2025). Despite the threats of intense competition in the beverage industry, the products of the brand are highly preferred by global customers, making it the most valuable non-alcoholic beverage brand worldwide (Ridder, 2025). 
[bookmark: _Toc217034808]3.0 Comparison of macroenvironment and socio-cultural context of India and the UK
3.1 [bookmark: _Toc217034809]Comparison of the UK and India macroenvironment: PESTLE
Political
The political stability index of the UK is 0.51, demonstrating a moderately stable political environment with effective governance (Global Economy, 2025). Ensures the process to strengthen alliances, including the reduction of trade barriers with global economies (Gov.UK, 2025). Favours marketing aspects of  Coca‑Cola with a greater emphasis towards long-term trade agreements.
The political stability index of India is 0.64, indicating a moderately stable political environment with lower violence and the presence of effective governance (Global Economy, 2024) Through the foreign trade policy, the Indian government supports exports with an investment of $2 trillion by 2030. Favours culturally driven marketing campaign Favours culturally driven marketing campaign of Coca‑Cola. 
Economic
As of the third quarter of 2025, the gross domestic product of the UK has expanded by 0.1% (Trading Economics, 2025). Globally, the UK has the sixth-largest economy, with a value of £2.56 trillion (Clark, 2025). Favours Coca‑Cola value-focused campaigns and premium variants, leveraging the increased purchasing capacity of the UK consumers. 
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Figure 2: UK GDP 
(Source: Trading Economics, 2025)
The  gross domestic product of India has expanded  by 7.8% as of quarter 2 in 2025 (Trading Economics, 2025). India is set to become third third-largest economy by 2030, with the projected value of $7.3 trillion (PIB, 2025). Favours price-tiered product portfolio of Coca‑Cola. 
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Figure 4: India’s GDP 
(Source: Trading Economics, 2025)


Socio-cultural
The consumers in the UK opt for buying cheaper items, spend less and consider online shopping trends (Davies, 2025). 36% of consumers' consumption patterns are driven by brands with a higher preference towards sustainability credentials, including recycled packaging (Consultancy UK, 2022). Favours eco-driven packaging options and digital loyalty 
Indian customers' shopping behaviour is driven by diverse culture, language, customs and climate, demonstrating a higher preference towards online shopping and social media usage (Minhas, 2025). As per the 2024 consumer survey, 60% of Indian consumers highlight proactive adoption of sustainable products, with the willingness to pay  13.1% more for sustainably sourced products (Rukam, 2025). Unfavourable due to evolving demands in response to regional flavours. 
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Figure 3: UK customer sustainability preferences
(Source: Consultancy UK, 2022)

Technological
The UK ranks 18th in terms of digital competence (Taylor, 2025). The tech sector has contributed 160 billion (approximately 6.5%) to the total gross value added  (Taylor, 2025). Favours data analytics and augmented reality-driven campaigns, including the effective optimisation of digital selling platforms. 
In digital penetration an innovation India ranks 28th (The Hindu, 2025). The tech sector's contribution to Indian GDP has increased by 10% in 2025 (Sun, 2025). Favours micro-targeting and social media storytelling. 
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Figure 5: India’s tech sector contribution 
(Source: Sun, 2025)
Legal
The Trade Act 2021 focuses on international trade agreements, prohibition unfair trade practices (UK.GOV, 2021). The Bribery Act 2010 guides commercial organisations against offences related to bribery (Gov.UK, 2025). Stringent legal and environmental policies are unfavourable as they place strong emphasis on ethical sourcing.
The Foreign Trade (Development and Regulation) Act, 1992, focuses on the facilitation of imports and exports (GOV.in, 2025) The  Trade Unions Act, 1926, ensures legal recognition for workers against corporate collective bargaining (PIB, 2025). Unfavourable hindering the aspects of the company's trade and manufacturing
Environmental
The Environment Act 2021ensures a legal framework for environmental protection and biodiversity conservation (GOV.UK, 2021). The UK has pledged towards a net-zero emission reduction target by 2050 as a crucial strategy to tackle the impact of climate change, with the focus on the reduction of industrial waste and emissions. Unfavourable for green manufacturing and carbon-neutral delivery options. 
The Environment Protection Act, 1986, prohibits the violation of environmental standards in respect to pollution and other waste activities (CPCB, 2025). India is committed to the roadmap of decarbonisation by 2030, with a successful net-zero transition (ECT, 2022). Unfavourable as the company will have to align with decarbonisation initiatives, such as the introduction of such as bio-based PET bottles. 
[bookmark: _Toc217034810]3.2 Comparing and contrasting the impact of the UK and India macro environment on Coca-Cola
In relevance to macro-environmental analysis, the political landscape of the UK influences marketing aspects of  Coca‑Cola with a greater emphasis towards long-term trade agreements. The economic growth that the nation is illustrating can be leveraged by the brand in terms of creating value-focused campaigns and premium variants, leveraging the increased purchasing capacity of the UK consumers (Clark, 2025). In response to evolving socio-cultural trends, the company must prioritise eco-driven packaging options and digital loyalty, including the reflection of domestic market beverage options. The technological landscape of the UK is significant for Coca‑Cola to make use of advancements, such as data analytics and augmented reality-driven campaigns, including the effective optimisation of digital selling platforms (Taylor, 2025). However, the company must align with stringent legal and environmental policies, with a strong emphasis on ethical sourcing, including green manufacturing and carbon-neutral delivery options.
On the other hand, the dynamic political environment of India impacts the marketing strategy of  Coca‑Cola by enabling it to emphasise resilience by showcasing its contribution to the support of Incredible India through a culturally driven marketing campaign (PIB, 2018). Besides, the economic growth of the nation can be leveraged by the brand in terms of maintaining a price-tiered product portfolio to drive aggressive volume growth in diverse Indian regions. The company can align with the socio-cultural preferences of Indian consumers with the focus on regional favlour, in addition to the development of products in different size packs to cater for the needs of different festivals and events. Indian technological landscape impacts Coca‑Cola to pursue micro-targeting by means of social media storytelling. However, unlike the UK, the brand will have to comply with strict legal and environmental policies and norms, with a focus on initiatives such as made in India branding and highlights support towards decarbonisation, through initiatives such as bio-based PET bottles (Vural Gursel et al., 2021). 
[bookmark: _Toc217034811]3.3 Comparing socio-cultural context: Hofstede cultural dimensions
The framework of Hofstede's cultural dimensions is significant in gaining cultural insight to determine the importance of diversity. In addition, the framework is also relevant for promoting global collaboration in terms of acknowledging diverse cultures and optimisation of communication and collaboration. However, the framework fails to effectively capture the intricacies of various social cultures. It is further effective to define culture from individual perspectives (Signorini, Wiesemes and Murphy, 2019). 
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Figure 6: Hofstede socio-cultural dimensions UK and India
(Source: Hofstede Insights, 2025)
Based on the  Hofstede cultural dimensions, the Indian society is driven by hierarchy with the encapsulation of a power holder or boss attitude, giving rise to unequal power rights. In comparison, societies across the UK believe in the minimisation of inequalities, with the pursuit of fair and equal treatment (Hofstede Insights, 2025). The individuals in the UK have a higher preference for personal autonomy and the fulfilment of personal happiness. The society across India leverages a higher preference towards social inclusion, where the decisions are influenced by means of group actions. The culture of the UK is driven by competition and achievement, and India demonstrates a higher preference for quality. Societies across the UK are strong believers of the truth of the situation and with a greater emphasis towards desires, whereas India tends to be culturally resistant (Hofstede Insights, 2025). Therefore, the cultural dimension of Hofstede infers a massive variance in the culture of India and the UK. 
[bookmark: _Toc217034812]3.4 India and the UK socio-cultural factors' impact on Coca-Cola
In relevance to the six-factor Hofstede dimensions, the marketing strategy of Coca-Cola in the UK and India tends to be significantly influenced by the socio-cultural factors. Unlike focusing on cultural sensitivity of Indian consumers with a focus on region-based marketing campaigns, similarly in the UK, it's an emphasis on personalisation strategy through endorsements. For instance, to drive the engagement of Indian and UK customers, Coca-Cola has come up with a campaign as a kickstart to enhance social connections with audiences. However, in India, the company has tried to evoke the feeling of togetherness by meeting and greeting friends and family in the festive season through a culturally sensitive message “#MilkeHiManegiDiwali” (Coca-Cola, 2025). On the other hand, in alignment with the cultural requirements of the UK consumers, Coca-Cola showcases a higher focus through a personalisation strategy. The “Share a Coke” marketing strategy of the company evidences how the brand has appealed its products to the consumers of the UK. This campaign of the brand has demonstrated buzz among the consumers of the UK, where personalisation has become a key factor in replacing traditional advertisements with personal stories by inculcating the joy of sharing Coke (Brand Vision, 2024). This implies the emphasis and focus of the brand to resonate with the cultural requirements of the UK and Indian consumers through marketing strategies and campaigns.
[bookmark: _Toc217034813]4.0 Comparison of Coca-Cola STP strategies in India and the UK
Kalam and Kalam (2020) explained in their study that the STP strategy denotes the stages of Segmentation, Targeting and Positioning. Kalam and Kalam (2020) explain STP as a strategic marketing technique for the market, which posits that the broader market contains several groups of customers who have a fair amount of similarity in their desires and needs. Kalam and Kalam (2020) further explain that segmentation enables marketers to fix a unique marketing mix, differentiating customers into different subsets, wherein the Targeting process helps in the identification of the appropriate market segment or subset to target. Kalam and Kalam (2020) add that positioning is a tool to create a favourable perception of the product in the minds of the consumer.
[bookmark: _Toc217034814]4.1 STP Strategies of Coca-Cola in India
	Demographic Segment
	· Customers who are primarily in the age range of 15 to 40
· Customers who are based on income fall in the low-income to upper-middle-income range.

	Geographic Segment
	· Within India, Customers in Tier 1 and Tier 2 cities are targeted 
· Specifically, humid and hot regions in India are targeted. 

	Psychological Segment 
	· Targets people with a fun-seeking lifestyle who like to visit festivals and socialise.
· Targets outgoing and optimistic people who are drawn to global and shared experiences.

	Behavioural Segment
	· People who like to consistently taste refreshing drinks while maintaining or elevating their social status. 
· People who are repeat drinkers of cold, refreshing beverages.


Table 1: Market Segment Targeted by Coca-Cola in India
(Source: Self-Developed)
Table 2 presents that Coca-Cola in the Indian Market divides the market into several subsets, further targeting the specific market segment, which is represented by the customers in the age of 15 to 40 with lower to upper-middle-class income. These people are either situated in the Tier 1 and Tier 2 cities or are part of humid and hot regions. Moreover, this customer segment demonstrates psychological traits like outgoing and optimism, as well as fun-seeking and socialising traits. They also showcase behavioural habits like frequent purchase of cold, refreshing beverages, aiming to consistently maintain their taste and social status. 
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Figure 7: Positioning Map of Coca-Cola in India
(Source: Self-developed)
The above figure in this regard presents the positioning of Coca-Cola in the Indian Market, wherein the strategy is to present Coca-Cola as a global brand of refreshments with the highest emotional appeal available at a competitive price, in the perception of the customers. This can be further seen as Yadav (2019) reported that Coca-Cola, over the years in India, utilised major celebrity ambassadors and hard-hitting marketing campaigns to align the brand and its products with the Indian culture, norms and collectivism.
[bookmark: _Toc217034815]4.2 STP Strategies of Coca-Cola in the UK
	Demographic Segment
	· People who can be characterised as teens, young adults and the 40+ age range. 
· Families are also targeted, alongside individual targets like students, busy professionals, health-conscious crowds and party-going socialisers. 

	Geographic Segment
	· The entire UK is targeted as a market segment, with special focus on hospitality locations, city centres, transport hubs, and retailing nodes.

	Psychological Segment 
	· People with the tendency to seek social connection, nostalgia and refreshments (essentially the 40+ segment)
· People with the tendency to follow the trend (essentially, the young adults and teens)
· People with the tendency to maintain a healthy lifestyle (the health-conscious customers)

	Behavioural Segment
	· People who have convenient consumption habits, occasion-based consumption habits, as well as loyal customers who repeatedly consume Coca-Cola products.


Table 2: Market Segment Targeted by Coca-Cola in the UK
(Source: Self-Developed)
Table 3 here presents that among the different market subsets in the UK, Coca-Cola targets teens, young adults and those who are in the 40+ age range, as well as families. Moreover, these people are often either students, professionals, health-conscious people, or party-goers. There is not much geographic segmentation, but the targeted market segment includes people with a tendency to socialise or follow the trend. Moreover, health-conscious customers are also targeted using products like Diet Coke. Furthermore, these people demonstrate a consumption habit based on brand loyalty, occasional consumption or convenience-driven consumption. 
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Figure 8: Positioning Map of Coca-Cola in the UK
(Source: Self-developed)
The above figure shows that in the UK; Coca-Cola is mainly positioned as a product with the highest emotional connection and sugar content. However, in line with the new demand of health-conscious consumers, Coca-Cola in the UK has also introduced products like Diet Coke and Coke Zero Sugar, which are characterised by very low sugar content and an emotional appeal slightly lower than that of the original Coca-Cola. This presents Coca-Cola as a better brand in the perception of consumers in comparison to other alternatives in the market.
[bookmark: _Toc217034816]4.3 Similarities and Differences of Coca-Cola between India and the UK
STP Strategies of Coca-Cola in India and the UK are vastly different, which can be explained by the difference between the Standardisation and Adaptation approaches to marketing. In the Indian context, apart from presenting its global products, Coca-Cola not only targets both urban and rural markets but also engages in competitive pricing due to the price-sensitivity of the Indian Market. Singla (2022) here presented that Coca-Cola in the Indian market acquired its biggest local rival, Thumbs Up from Parle, to increase its market share in the Indian market in 1993. Kim et al. (2025) explain strategic adaptation as a process in which firms adapt to the needs and demands of the foreign markets in which they operate. Herein, the Indianisation of the Coca-Cola brand in the Indian market demonstrates that the STP approach of Coca-Cola in the market took an Adaptation approach. On the other hand, in the UK market, Coca-Cola focused on the larger UK Market, launching premium products, and differentiating its products to meet the health-conscious lifestyle of the young adults and teenager population. The product strategy of the company, however, did not focus on aligning the taste to the UK Market, but focused on packaging and product differentiation based on functional and emotional aspects. Shah et al. (2023), in this regard, presented that the standardisation approach is a process wherein the products are not adapted to the local market in order to enhance the marketing performance of a company in the foreign market. Herein, Coca-Cola in the UK Market, through their STP strategies, enabled the selling of its US-based products in the UK rather than adapting the product to the local tastes in the UK market. This shows the difference between Coca-Cola’s STP Strategies in the UK and in India. 
[bookmark: _Toc217034817]5.0 Comparison of  Coca-Cola Marketing Mix Strategies in India and the UK
Products: Product Portfolio in the UK focuses on Product differentiation based on reformulated variants like Coke Zero Sugar and Diet Coke to meet the needs of Health-Conscious consumers, while the Limited-edition packs are used to attract trend-seeking younger consumers. Coke Zero Sugar, for instance, is being sold to the UK-based health-conscious customers by highlighting the taste of the product (Coca-Cola, 2023). In this regard, the depth of Coca-Cola in the UK includes Coca-Cola-flavoured sodas like Coke Zero Sugar and Diet Coke, as well as Fanta, Sprite, and Schweppes fizzy drinks. On the other hand, the breadth of the firm’s product portfolio in the UK includes Cappy (fruit juices & nectars), Kinley, and other sparkling mixers, as well as Coca-Cola Vanilla Zero. 
However, the Product Portfolio in the Indian Market is highly localised, with growth focus on home-grown brands like Thumbs Up. Thumbs Up, for instance, is the largest product line in Coca-Cola India’s product portfolio, worth US$1 billion (Tandon, 2022). The company also invests in smaller product units and regional flavour-based variations for product differentiation and product line expansion. In the Indian market, the depth of Coca-Cola products includes Coca-Cola, Sprite, and Fanta, while the breadth of the product includes Kinley, Maaza, Limca, and Thums Up. 
Price: In the UK, due to the increasing inflationary risks, customers are often facing issues while trying to afford Coca-Cola products (WARC, 2022). The company is therefore focused on the introduction of Value Packs, which attract consumers due to their ability to generate value for consumers at a relatively affordable price (WARC, 2022). This shows Coca-Cola using a Value-based pricing strategy in the UK. On the contrary, in relation to Coca-Cola India, Anand (2024) reported that in order to compete with Reliance’s Campa Cola, Coca-Cola is slashing the price of its PET Bottles in India. This shows a Competitive Pricing Strategy applied by Coca-Cola in the Indian Market.
Place: Omnichannel Marketing in the UK for Coca-Cola is ensured by CCEP, which enables the distribution of the products to supermarkets and hypermarkets in the UK, enhancing the availability of the products on the local marketplaces (CCEP, 2023).  On the other hand, in the Indian Market, Coca-Cola has an extensive distribution network, which is omnichannel, with online as well as retailer and Kirana distribution. In 2023, it was found that Coca-Cola expanded its rural distribution in India, spreading its reach to over 4 million Kirana Stores across India (Kirana Khabar, 2023). This shows that Coca-Cola in both the Indian and the UK markets employed both the direct and indirect distribution strategies. Moreover, Coca-Cola entered the UK market in the 1900s through a strategic partnership with the local bottling plants and retailers in the UK (Coca-Cola GB, 2025). Capik and Brockerhoff (2017) explained in their study that strategic partnerships play an important role in the market entry of businesses to foreign markets, as these strategic partnerships help leverage the strategic assets of the strategic partners in the foreign market to gain market share in this market. In the context of India, Coca-Cola entered the Indian market in 1993 by acquiring strategic assets of Parle, including the local cola-flavoured soda brand Thums Up (FoodTalks, 2024). In this regard, it can be seen that Coca-Cola entered the market by using Acquisition as a mode of market entry, which in turn enhances the risks and control over the venture in the foreign market.
Promotion: Carroll (2025) reported that in the UK, the Share a Coke Campaign was relaunched after its previous success in 2013, to attract the younger consumer groups. This shows that the promotions of Coca-Cola in the UK Market are mainly focused on experiential marketing campaigns, aligning with the relevant trends and lifestyles of the consumers. However, in the Indian market, Coca-Cola is focusing on its product promotion based on Indian flavoured drinks like Aam Panna and Jeera flavoured drinks (Business Standard, 2022). The company utilises hard-hitting promotional campaigns surrounding Cricket-related events, festive seasons, and regional aspects. This shows that the promotional strategy of Coca-Cola in the UK focuses on campaign-based experiential marketing, but the firm’s strategy in India focuses on product differentiation.
People: Coca-Cola European Partners provides training and development programs for its staff, enabling their efficiency (CCEP, 2023). In the UK, Coca-Cola further invests in enhancing the productivity of its workforce. This shows the people strategy of the company in the UK Market. On the contrary, Coca-Cola India fitted the Kirana Stores in Delhi with its Coolers, supporting the retailers and the Kirana Stores with Retailer Support Programs (Snackfax, 2025). This shows that added incentives and support programs for the consumer-facing staff and partners enable Coca-Cola to effectively market its product to a larger audience in the Indian market. In the Indian market, apart from the 20,00,000 retailers, Coca-Cola also employs over 5000 employees in the market (HCCB, 2025). On the other hand, in the UK, Coca-Cola employs over 3600 employees (Coca-Cola EP, 2024). In this regard, the workforce of Coca-Cola in the UK initiates workforce training programs like ‘Women in Leadership’ to improve women's participation in organisational leadership (Coca-Cola EP, 2024). In this regard, in India, the firm has partnered with the Directorate of Employment & Training in Hyderabad to develop an entry-level training program for students who can be potential employees of the firm (HCCB, 2025a). This shows that Coca-Cola in India and the UK had vastly different retailer support approaches, employee training programs and the size of the workforce.
Process: Coca-Cola in the UK boasts a reliable supply chain and is enhancing sustainability initiatives within its processes (Coca-Cola Company, 2022). As seen previously, the company also focuses on price optimisation of the products through the introduction of value packs. This further contributes to the efficiency of the company’s marketing processes. On the other hand, in the Indian Market, Coca-Cola relies on local bottlers, aiming to achieve low-cost and high-reach operations, while the company enhances its process sustainability, as well as product sustainability. In this regard, it was reported that Coca-Cola launched its first 100% recycled PET 1-litre Bottles (Lingle, 2023). This further improves the credibility of the sustainability claims within the marketing process of the firm in India.
Physical Evidence: In the UK market, the Coca-Cola Company is under media scrutiny due to its sustainable packaging claims, related to the OOH presence in the Packaging of products like limited-edition packs. Proof of these sustainable packaging claims acts as the physical evidence supporting the marketing claims of the Coca-Cola company in the UK market. On the contrary, Lingle (2023) reported that Coca-Cola India, during the Cricket World Cup, launched its first 100% recycled PET 1-litre Bottle, which proves the company’s claims regarding its sustainability. The packaging sustainability of the firm, as well as its in-store product visibility across retailers and Kirana stores, provides the physical evidence supporting the marketing claims of the firm. Moreover, in the Indian Market, Coca-Cola brand merchandise and props are displayed in Kirana Stores, Convenience Stores, Roadside Fridges and Restaurants. Also the Signage of Coca-Cola also acts as Shop Branding materials in the Retail stores within the rural and semi-urban markets in India. Furthermore in India, the point-of-sale materials can also include bright coloured materials like Posters and Banners. However in regards to the UK market, the Merchandises of Coca-Cola are mostly viewed in Supermarkets, Convenience Stores like Tesco and Sainsbury's and Gas Stations as well as Vending Machines. Moreover in the UK, the emphasis of Coca-Cola is on presenting a premium and elegant colour schemes for modern chillers and curated shelf arrangements. The signage of the firm is used as digital tools or in fridges. While this shows an overall different physical evidence of Coca-Cola across both countries, it also points to a significant similarity. The physical evidence of Coca-Cola in India and the UK based on its marketing decisions are mostly aimed at large-scale physical reach of the products and the brand through the use of strategically placed brand merchandise.
Similarities and Differences of Coca-Cola in the UK and India for Marketing Mix
This is a comparative analysis between the Marketing Mix of Coca-Cola in the UK and the Indian markets, using a Marketing Mix model which includes the elements of Product, Price, Process, People, Promotion, Physical Evidence, and Place. In this regard, for the Indian Market, it was found that the product portfolio blends the global brand of Coca-Cola with powerful homegrown brands like Thumbs Up, while the novel product formats like smaller packs are also included to meet the low-income consumption pattern in rural India. Moreover, the prices were found to focus on a competitive pricing strategy, while the expansive distribution across retailers and Kirana shops enhances the visibility and reach of the products in the Indian Market. Furthermore, it was also found that the Promotional campaigns of the company in India focus on Bollywood celebrities, festivals, cricket and regional factors, showcasing a highly adaptive marketing process. Herein, the low-cost and high-reach processes, as well as scalable sustainable solutions of the firm, as well as their environmentally sustainable packaging, support the firm’s marketing claims. 
On the contrary, in the UK market, it was found that the product strategy of Coca-Cola pivots around health-oriented variants and limited editions while the company engages in a value-based pricing strategy. Moreover, the company ensure omnichannel product availability across hypermarkets and supermarkets, based on CCEP’s distribution networks. Furthermore, the Promotional campaigns in the UK, like the ‘Share a Coke campaign’, focus on experiential marketing, while the people are provided with sufficient training by CCEP to support their marketing performance. On the other hand, the premium packaging and OOH presence of the firm, as well as its sustainable packaging, support its marketing claims. This shows a clear set of differences between the marketing mix strategies of Coca-Cola in the Indian and the UK markets. In terms of similarities between the marketing mix strategies of Coca-Cola in the UK and in India, it can be highlighted that both countries are similar in terms of the training process employed or the retailer's support and workforce size provided by Coca-Cola. Furthermore, in this regard another major similarity of both countries is that the process which dictates the marketing of the firm in both countries are quite similar as the firm in both countries aim to improve their supply chains towards enhancing the reach and market penetration capability of its products. 
[bookmark: _Toc217034818]6.0 Evaluation of the performance of marketing strategies
[bookmark: _Toc217034819]6.1 Evaluating whether Coca-Cola marketing strategies are successful in India and the UK
The marketing strategies of Coca-Cola in countries such as India and the UK are demonstrated to highlight massive variance and are governed by differences in consumers' preferences and cultural sensitivity. According to Tian (2025), in general, the marketing strategies of Coca-Cola highlight the presence of a multifaceted approach with an emphasis on sensory marketing, localised strategy and co-branding. This has supported the brand to foster brand awareness and perception, in addition to opportunities to boost profitability and sales in the overseas market. The marketing strategies adopted by  Coca-Cola, such as IPL sponsorship in India, have not only sharpened connections with diverse audience segments but also fostered brand visibility with the reach of over 330 million viewers, particularly in response to its signature brand Thums Up (ET, 2018). Besides, the emphasis of Coca-Cola to reunite with Indian consumers with the adoption of culture-driven marketing strategies is supporting its volume growth, making the country the fifth largest for the brand (TOI, 2025). This has enabled the brand to witness a rise in sales by 5% in Q3 of 2025, including a 40% ownership stake through the refranchising process (ENS, 2025). In addition,  Coca-Cola is also dominating a position in the non-alcoholic beverage Indian segment, in response to products such as Sprite, Thums Up, Limca, and Fanta, in response to traditional Indian summer requirements (Minhas, 2024). In this aspect, its homegrown product, Limca, has recorded an INR 2000 crore brand value in 2024 (PRNewswire, 2025). 
In the UK, the Share a Coke,  Coca-Cola marketing campaign has been effective in gaining 998 million impressions on Twitter. In addition, this has also led the company to sell more than 150 million personalised bottles, including 730,000 personalised bottles that were sold through e-commerce stores (Arthur, 2024). In the zero-sugar product segment, Coke Zero has contributed to the total portfolio, where volume sales have grown by 5% in 2023. Significantly, the product in the UK has ensured to meet the unique taste preferences of consumers and is described to have a lighter taste to effectively resonate with customer requirements (Carroll, 2024). 
Therefore, it can be evaluated that Coca-Cola marketing strategies in both the UK and India effectively comply with the requirements of consumers and are significant in delivering measurable results concerning the growth and success of the brand. 
[bookmark: _Toc217034820]7.0 Evaluation of marketing ethics practice
[bookmark: _Toc217034821]7.1 Marketing ethics practices adopted by Coca-Cola in the UK 
The operation of Coca‑Cola, including the UK market, is governed by the Responsible Alcohol Marketing Policy (RAMP). Through this, the company is committed towards building of responsible brand by nurturing the taste and preferences of consumers with the demonstration of alcohol ready-to- drink beverages (ARTDs) portfolio. Moreover, the adoption of RAMP has led the brand to ensure compliance with legal standards in the pursuit of different activities, including marketing, concerning the adoption of digital media and influencer partnerships, thereby respecting the cultural sensitivity of consumers, such as the UK, through relevant marketing strategies and campaigns (Coca‑Cola, 2025). In addition, the company is also illustrating a responsible marketing code of conduct in the UK by not targeting children under 13 to market its products. The company eliminates the marketing process, including websites, social media and others that hinder norms and guidelines concerning responsible marketing practices (Coca-Cola, 2022). The company also eliminates branded or sponsorship marketing events, with the focus on guidelines that support its responsible marketing code of conduct. 
[bookmark: _Toc217034822]7.2 Marketing ethics followed by Coca-Cola in India
The marketing ethics of  Coca‑Cola in India's segment are governed by the Advertising Standards Council of India (ASCI). Based on this, the firm must deliver meaningful advertisements and navigate marketing practices that can mislead Indian consumers. Under ASCI, the operation of multination companies, including Coca‑Cola, highlights the adoption of responsible advertising. The company also restricts marketing of its products to children under 12 and the development of targeted ads or content for children (Biswas, 2020). 
[bookmark: _Toc217034823]7.3 Ethical issues related to the marketing mix faced by Coca-Cola  in India and the UK
The marketing strategy of Coca-Cola is significant towards the concern of greenwashing. Among several other brands and companies,  Coca-Cola is criticised for misleading consumers in response to misleading consumers in the UK through an eco-friendly product manufacturing and delivery process. It has been determined that the company is responsible for increasing marine plastic waste by  25% (Laville, 2022). Despite its emphasis on promotional campaigns concerning ambiguous environmental messaging, the company has been sued in terms of greenwashing claims as a result of its deceptive marketing practices, which are eventually threatening public health and the environment (Peel-Yates, 2021). 
Significantly, in India, Coca-Cola is accused of hindering the livelihood of thousands of farmers by draining the water and poisoning the land with waste. The company claims that the generated waste is fertiliser, in response to which the competencies of the multinational company are being criticised in the rural Indian region. Upon examining the sludge sample, a higher concentration of contamination has been found, which has eventually led to the brand being accused of misleading farmers by showing waste as a fertiliser (Drew, 2021). This has raised ethical concerns about the company with its failure to promote the welfare of the Indian community by means of its operations. 
Therefore, it can be inferred that the marketing practices of  Coca-Cola in the overseas markets of India and the UK are perpetual with significant ethical issues concerning greenwashing and landfill allegations. This has highlighted its failure to effectively pursue marketing strategies, thereby showcasing community participation in alignment with cultural sensitivity. 
[bookmark: _Toc217034824]8.0 Recommendation & Conclusion
[bookmark: _Toc217034825]8.1 Recommendation for Coca-Cola to enhance international marketing strategies
In terms of navigating the concerns of marketing ethics and enhancing international marketing strategies, Coca-Cola is suggested to:
· Embed a transparency claim into its marketing practices in the overseas markets, including the UK, with a focus on sustainability-driven advertisements and campaigns. This will enable the company to enhance measurable metrics in the support of value-based marketing practices in alignment with customer preferences and needs. 
· Comply with labour and environmental standards in the market of India to showcase ethical responsibility concerning its marketing and distribution of products.
· Reshape marketing credibility in both India and the UK with the assurance of digital and influence compliance. In addition, periodic algorithm audits are also essential to prevent concerns of inadvertent targeting, such as children targeting, especially across social media platforms. 
· The formation of an international ethics board can also be feasible for Coca-Cola in the promotion of consumer advocacy by means of embellished marketing practices in the UK. Moreover, this will support the venture to ensure ethical behaviour with the demonstration of proper functioning and operations and enhancement of good decisions concerning marketing principles and practices in the UK. 
[bookmark: _Toc217034826]8.2 Conclusion 
The overall analysis concerning marketing principles and practices of  Coca-Cola in the overseas markets of India and the UK summarises a pursuit of varying strategies. Moreover, the company marketing strategies in both countries are governed by aspects of macroenvironment and socio-economic factors. This highlights the need for the brand to effectively target customers and demonstrate credibility in selling and delivering products. The marketing practices of Coca-Cola in both countries are governed by marketing ethics and a code of conduct. However, the company in both regions is illustrating a significant gap in response to marketing strategies as a result of criticisms and allegations pertaining to greenwashing and landfill. 
[bookmark: _heading=h.oa1ibysiwjml]
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